Authoritative discourse within the literature indicates a realization that sport impacts the natural environment (Brooks, 2006; Cachay, 1993; Lenskyj, 1998) and that environmental sustainability (ES) in sport management is emerging as a topic of concern. The number of sport-related journal articles focusing on environmental sustainability (ES), however has been found to be insufficient (Mallen, Stevens and Adams, 2011) . The purpose of this study, thus, was to complete a content analysis of management journals to reveal marketing-ES literature to underscore the development of a sport marketing-ES research agenda. The premise was that the understandings concerning the outlook, perceptions, opinions and viewpoints in the marketing-ES manuscripts will enhance the capacity of researchers in developing a research agenda in sport marketing-ES. The methods involved content analysis steps provided by Krippendorff (1980 ), Weber (1985 , and Wolfe, Hoeber and Babiak (2002) including: establishing the sampling units, the unit of text, the coding themes and sub-themes, analytical factors and coding mode. The data analysis framework involved the use of key marketing concepts: the consumer perspective (Aaker, 1996) and the corporate perspective (Knapp, 2000), along with the concept of influencers (Davis & Dunn, 2002) . In sum, the examination involved 49 journals published from 1999 to 2009. Key findings included 63 marketing-ES manuscripts and their concepts, themes and sub-themes, along with their perspectives and influencers that were applied to construct 30 questions to develop a sport marketing-ES research agenda. It is time for sport researchers to generate a robust research response to the marketing-ES questions.
Introduction
Discourse indicates a realization that sport impacts the natural environment (Brooks, 2006; Cachay, 1993; Lenskyj, 1998) and that environmental sustainability (ES) in sport management is emerging as a topic of concern. A content analysis by Mallen, Stevens and Adams (2011) , however, revealed a low level (n=17) of sport ES manuscripts in 21 sport-related journals published from 1987 to 2008. Examples of topics in this literature include environmental impacts of sport (Weiss, Norden, Hilscher & Vanreusel, 1998) , greening the Olympics (Cantelon & Letters, 2000; Lenskyj, 1998; Loland, 2006; Preuss, 2007) , and golf (Wheeler & Nauright, 2006) . Interestingly, although marketing has the majority of the sport research (Mahoney, 2008) , there was a noticeable void of marketing-ES studies in the sport journals. Importantly, manuscripts on Corporate Social Responsibility (CSR) and cause-related marketing were not included in this study unless they focused specifically on ES. Overall, Mallen et al. determined that the body of knowledge in sport ES was in the infancy stage.
There were manuscripts from these 6 publications that focused on topics relating to marketing, such as the marketplace (Brown & Shrestha, 2000; Honey-Rosés, 2009; Vermeulen & Seuring, 2009) , perceptions (Rajeswar, 2000; Timur & Getz, 2009) , attitudes (Ma, Lu, Xing, He & Sun, 2009 ), cause-related marketing (Baghi, Rubaltelli & Tedeschi (2009) , and motivations (Ryan, 2009) . The key focus of these manuscripts, however, was not on marketing-ES and, thus, they were removed from the study.
While there is debate concerning "the criteria to differentiate that which constitutes a top or a leading journal in marketing" (Svensson & Wood, p. 288) , the three lists utilized were selected due to their fit concerning the focus of this manuscript on marketing-ES literature. Also, given that the Chamorro et al. (2009) study reviewed marketing literature from 1993 to 2003 to "determine the state of research on green marketing" (p. 233), the authors of this manuscript did not repeat the Chamorro et al. examination; instead, the examination was extended to include [2004] [2005] [2006] [2007] [2008] [2009] . Importantly, again, manuscripts in CSR or cause-related marketing were not included unless their main focus was on ES.
Each unit of text is a marketing-ES manuscript within the five article types classified by Rourke and Szabo (2002) , including viewpoint, empirical, descriptive, review and methodological. Each manuscript was published in 1999-2009 as this decade represented the transition into, and the first decade within, the new millennium.
The coding theme was marketing and ES and involved human coding. Two of the researchers completed the content analysis. There were six manuscripts that needed to be reviewed by the research team to determine fit. The team decided unanimously that the five articles were not focused specifically on marketing-ES and should not be included; meanwhile, the sixth was found on topic, but was only an extended abstract and was eliminated due to the brevity of the manuscript.
The analytical factors were adapted from Wolfe et al. (2005) and included: marketing-ES manuscripts, rationales, theoretical perspectives, research settings and research methods. The data analysis framework involved the use of key marketing concepts: the consumer perspective (Aaker, 1996) and the corporate perspective (Knapp, 2000) , along with the concept of influencers (Davis & Dunn, 2002) . Multiple themes and sub-themes generated from the marketing-ES manuscripts were applied to construct questions for a sport marketing-ES research agenda.
Results and Discussion
The content analysis revealed 63 marketing-ES manuscripts (see Table 1 ) within the 49 journals and over 13,700 published manuscripts examined. Specifically, in the 23 mainstream journals in management on organizational and the natural environment from 1999 to 2009, there were over 4,600 published articles and 27 (n=27 or 0.56%) focused directly on marketing-ES. The content analysis of the 20 journals rated as most likely to include research on green marketing revealed over 5,100 published articles from 2004 to 2009 (see Chammorro et al., for 1999 Chammorro et al., for -2003 and 31 (n=31, or 0.60%) focused directly on marketing-ES. Finally, from 1999 to 2009, the 6 environment-focused journals produced 5 marketing-ES focused manuscripts from the 4,070 published articles (n=5, or 0.12%).
The 63 marketing-ES manuscripts were examined for their rationales, theoretical perspectives, research settings and methods. The rationales (see Table 2 ) ranged from outlining the environmental situation, to providing calls to respond to the environmental situation and exposed a need to change for the environmental times. These rationales indicated a lack of knowledge in marketing-ES, provided trends and stated that marketing-ES was complex. After considering the rationales that supported the marketing-ES manuscripts, the research team developed a position that the rationales were appropriate for application to support research in sport marketing-ES. The theoretical perspectives varied within the marketing-ES research from, for example, stakeholder theory, consumer economic theory, institutional theory and political theory (see Table 3 ). Interestingly, a number of manuscripts used sustainability theory, yet, this perspective remains "vague" [and] wide disagreement still exists on what is sustainable" (Bettencourt & West, 2010, p. 120) ; indeed, much work to clarify sustainability theory is still needed. All of the theoretical perspectives utilized, however, were deemed applicable for use in sport marketing-ES as each is similarly represented in sport management.
The settings utilized ranged from conceptual, the consumer market, or to a particular country or industry (see Table 4 ). Many settings had linkages to the sport management field, such as the consumer sport market; sport consumption; sport settings based on country; education; industry such as sport manufacturing and multiple sport organizations. The marketing-ES research settings, thus, were deemed appropriate by the research team to underscore sport marketing-ES research.
The examination of research methods revealed qualitative and quantitative strategies. They encompassed a variety of methods, such as content analysis, case, conceptual and survey studies (see Table 5 ). Each method illustrated was deemed appropriate to underscore a sport marketing-ES research agenda as they are currently being employed in sport management research.
The role of various influences on sport marketing-ES was not considered in this study and should be given a place in a future research agenda.
Consumer Perspective
An examination of the consumer perspective generated themes that were categorized as the consumer viewpoint, awareness, and perceptions. Each will now be examined in turn.
Consumer Viewpoint
The consumer viewpoint theme generated multiple sub-themes within the data. Examples included, the consumer profile (Fraj & Martinez, 2006; Ginsberg & Bloom, 2004; Rowlands, Scott & Parket, 2003) , consumer influences of purchase choices (Lindgreen et al., 2009) , geographical attitudes/perspectives (Christensen et al., 2007; Cleveland et al., 2005; Dougall, 2005; Lindell & Karagozoglu, 2001; Miles & Covin, 2000; Nair & Menon, 2008; Yin & Ma, 2009) , consumer consumption logic (Iyer, 1999) , and consumer ethical perspectives and limitations (Meriläinen, Moisander & Pesonen, 2000) . The literature, thus, encompassed multiple understandings concerning the consumer. For instance, consumer perceptions of ES "influences their purchase choice" (Lindgreen et al., 2009, p. 445) and "solutions [to ES] are decidedly political and rooted in a different model of the consumer as contrasted to the prevalent rational economic model of the consumer" (Iyer, 1999, p. 285) . Also, "consumers in major international markets are demanding that firms produce increasingly higher quality products and services that are consistent with societal and environmental values" (Miles & Covin, 2000, p. 299) and there is a "general debate [that] tends to take either a company or consumer perspective and does not take into account the dynamics and characteristics of the system as a whole" (Mitchell & Saren, 2008, p. 401 ).
An application of the consumer viewpoint theme and the subsequent sub-themes in the marketing-ES literature generated research questions to guide a sport marketing-ES research agenda. Throughout this discussion, each question should be considered for the multiple stakeholders in sport. Questions included:
Who is the sport-ES consumer? What are the sport consumer opinions/perceptions/attitudes and their moral and ethical imperatives for ES? How does the sport consumer opinion differ based on factors such as geographic location and gender?
What influences sport consumers and how do these influences impact sport ES consumption?
What capacity and limitations exist for sport marketing-ES?

Awareness
The awareness theme and sub-themes involved awareness levels (Bortree, 2009; Nair & Menon, 2008; Pedersen & Neergaard, 2006) , geographical influences on awareness (Nair & Menon, 2008) , the link between awareness and environmental justice (Oyewole, 2001) , awareness of environmental labels (Grankvist, et al., 2004; Pederson & Neergaard, 2006; Sammer and Wűstenhagen, 2006) , and the importance of ES education (Andrews & DeVault, 2009; Iles, 2008; Kilbourne & Carlson, 2008) . Further, communication was promoted as key in environmental marketing, along with education (Andrews & deVault, 2009; Nair & Menon, 2008) . Saha and Darnton (2005) stated that "actual behavior is very much behind awareness" (p. 152) and the researchers of this study surmise that that this may stem from the lack of understanding concerning the complexities of who, what, and how to incorporate ES within marketing. The development of a robust agenda for communication, awareness and education may stimulate greater institution of marketing-ES practices. Iles (2008), however, reported that "a shift [to ES] will not succeed unless companies generate more information internally, build new relations across supply chains and provide more information externally" (p. 534).
An application of the awareness theme and sub-themes in the marketing-ES literature generated guiding research questions for a sport marketing-ES research agenda including: (Lansing & Vries, 2007) , perceptions through labeling schemes (Pedersen & Neergaard, 2006) and the desire for companies to be perceived as green (Saha & Darnton, 2005) . Managing consumers' perceptions has long been an area of interest for marketers. Keller (1993) noted that consumer perceptions and behaviors arise from marketing initiatives and Hoeffler and Keller (2002) discussed the role of Corporate Societal Marketing (CSM), its growth and impact on brand strength and equity as it can "significantly affect a brand's strength and equity" (p. 78). Lindgreen et al. (2009) acknowledged this new realm of marketing noting that customer' product perceptions need to be compatible with their views of ES. According to Saha and Darnton (2005) , there is an onus on the consumer to determine companies truly 'living' their ES mantra (remember the earlier discussion on 'greenwashing'?). Indeed, Bansal and Kistruck (2006) noted that "stakeholders must judge whether a firm's impression management efforts are credible and whether they truly reflect a substantive commitment to the practices they espouse" (p. 178). Credibility in adopting ES schemes is, thus, paramount.
What is the ES awareness level of sport consumers? How has/does the sport consumer develop awareness of ES? How does awareness of ES by the sport consumer differ based on influences such as organizational size and geographical location? How does sport consumer awareness of ES impact sport marketing? What are the narratives influencing ES education in sport?
An application of the perception theme and sub-themes in the marketing-ES literature generated guiding research questions for a sport marketing-ES research agenda, including:
What is the perception of companies adopting ES practices amongst sport consumers?
How are sport consumers' perceptions of ES being formed?
How do sport consumer perceptions of ES impact sport marketing?
Is perception reality in sport marketing-ES initiatives?
Corporate Perspective
A number of issues were identified that related to the corporate perspective of marketing-ES. The data indicated that these issues could be grouped into four sub-themes including: economics, green strategy, practices, and outcomes. Each will now be examined in turn.
Economic Perspective
The economic perspective theme and sub-themes included: viability and profitability of green products (Andrews & deVault, 2009) , limits of natural resources (Iyer, 1999) , economic-to-environmental rationality (Lindell & Karagozoglu, 2001) , economic pursuits (Lindgreen, Antioco, Harness & van der Sloot, 2009) , financial performance through environmental stewardship (Miles & Covin, 2000) , consumers' willingness to pay (Sammer & Wűstenhagen, 2006; Rowlands et al., 2003) and economic assessment of environmental pursuits (Gaterell & Morse (1999) . It was noted that green products currently depend on early adopters that are willing to pay a premium (Andrews & DeVault). Importantly, Miles and Covin (2000) opined that ES can "create a reputational advantage that leads to enhanced marketing and financial performance" (p. 309). However, Lindell and Karagozoglu (2001) pointed out: "we know little about how to shift from economic rationality to ecological rationality and especially about how actions differ between different regions" (p. 40).
An application of the economic theme and the subsequent sub-themes in the marketing-ES literature generated research questions, including:
What are the economic ramifications of adopting a sport marketing-ES initiative? Would consumers buy more if a sport organization abided by ES principles? What reputational advantages could be won by implementing a sport marketing-ES campaign?
Even if economic rational is not present for adopting a sport-ES marketing initiative are there 'softer' or 'intangible' benefits making the decision worthwhile?
Green Strategy
The green strategy theme and sub-themes included: specific strategies, such as energy consumption strategies (Press & Arnould, 2009) , the right type of green strategy (Ginsberg & Bloom, 2004; Prakash, 2002) , sustainability marketing strategies (Iles, 2008; Lindgreen, Antioco, Harness & van der Sloot 2009) , the importance of green strategies (Lindell & Karagozoglu, 2001) , differentiation strategies (Lindgreen, Antioco, Harness & van der Sloot, 2009; Miles & Covin, 2002) , segmentation strategies (Peattie, 2001) , corporate motivation for greening and coordination within marketing-ES (Polonsky & Rosenberger, 2001) , corporate www.ccsenet.org/jms
Journal of Management and Sustainability Vol. 3, No. 1; commitment to ES (Chamorro & Banegil, 2006) , the influence of stakeholders on the strategy (Rueda-Manzanares et al., 2007) , green marketing theory and application (Melton & Tinsley, 1999) , and assessing green strategies (Lindgreen, Antioco, Harness & van der Sloot, 2009) . It was noted that green marketing must be integrated and cannot exist in isolation from the overall strategy of an organization (Prakash, 2002; Polansky & Rosenberger, 2001) . However, there is no one roadmap to implement a marketing-ES strategy. Ginsberg and Bloom (2004) accept this viewpoint noting,
The strategies that should work best under different market and competitive conditions range from the relatively passive and silent "lean green" approach to the more aggressive and visible "extreme green" approach -with "defensive green" and "shaded green" in between. Managers who understand these strategies and the underlying reasoning behind them will be better prepared to help their companies benefit from an environmentally friendly approach to marketing (p. 80).
Customized marketing-ES was captured by Iles (2008) who noted the need for buy-in from key organizational stakeholders for marketing-ES strategies to be successful and that marketing-ES is about sustainable relationships with consumers and the natural environment. However, "this shift will not succeed unless companies generate more information internally, build new relations across supply chains and provide more information externally" (Iles, 2008, p. 534) . Therefore, for "marketing orientated companies, the challenge as been to understand how the environment has impacted consumer behavior in a way that will allow them to segment and respond to the market, according to environmental concern" (Peattie, 2001, p. 188 ).
Another challenge is to understand the pressures and motivations for ES marketing (Polonsky & Rosenberger, 2001 ). For example, while "enhancing environmental performance is both socially responsible and rational and builds the corporation's reputational advantage" (Miles & Covin, 2000, p. 301) there is no one superior strategy that fits all companies (Polonsky & Rosenberger, 2001 ). Yet, aligning corporate strategies with defined marketing-ES results is paramount. Lindgreen et al. (2009) acknowledged the pursuit of outcomes rather than profit could become a future key marketing-ES imperative.
An application of the green strategy perspective theme and sub-themes generated guiding research questions for a sport marketing-ES research agenda including:
What is the impact of a sport marketing-ES strategy when building a brand?
What are the key influences on a sport marketing-ES strategy?
How might a sport marketing-ES strategy be designed?
How might the internal buy-in for a sport marketing-ES strategy be coordinated?
What metrics should be used to assess the effectiveness of a sport marketing-ES strategy?
Practices
The practices themes and sub-themes examples included: understandings of practices (Miles & Covin, 2000 , McDonald & Oates, 2006 Mitchell & Saren, 2008; Pedersen & Neergaard, 2006; Saha & Darnton, 2005) , challenges (Saha & Darnton, 2005) , the credibility of practices (Gärling & Thogersen, 2001 ), internal communications (Iles, 2008 , documentation of environmental benefits (Rowlands et al., 2003) , specific practices such as levies (Larsen, 2006) , fair trade principles (Golding & Peattie, 2005) , natural resource stewardship (Lai, Sorice, Nepal, & Cheng, 2009) , and implication considerations (Ginsberg & Bloom, 2004) . This literature was multi-directional in focus. For instance, it was noted that diversity in ES practices (Mitchell & Saren, 2008) exists, and that marketing "environmental improvement practices of companies have so far been rather piecemeal" (Saha & Darnton, 2005, p. 118) . Mitchell and Saren (2008) found a tendency towards "incremental improvements of traditional practices … rather than creativity (and new skills)" (p. 401) due to the complex, difficult and challenging nature of marketing ES (Saha & Darnton, 2005 ).
An application of the practices theme and the subsequent sub-themes in the marketing-ES literature generated guiding research questions for a sport marketing-ES research agenda including: (Prakash, 2002) and tradeoffs (Peattie, 2001) . Data indicated that performance in marketing-ES can be impacted by a diverse number of elements. For instance, Mitchell and Saren (2008) suggested that marketing efforts "contain embedded assumptions that have repercussions on our relationship with the natural world" (p. 399) and that "whilst taking a product perspective, being part of an ecosystem, the immediate implication of interdependency and interconnectedness should be considered" (p. 405). Polonsky and Rosenberger (2001) promoted that marketing-ES required high levels of coordination and Prakash (2002) indicated a requirement for "manipulating the 4Ps (product, price, place and promotion) of the traditional marketing mix" (p. 285). Further, Peattie (2001) discussed that performance involved cost and benefit tradeoffs. However, Saha and Darnton (2005) revealed "a wide gap between environmental impact size and mitigating the overall impact" (p. 152); specifically, "companies focused on some impacts, but not all the impacts within the supply chain" (p. 152). Finally, Prakash (2002) revealed that "in adopting green marketing policies, firms may encounter many challenges" (p. 287).
An application of the performance/outcomes perspectives theme and sub-themes in the marketing-ES literature generated guiding research questions for a sport marketing-ES research agenda including:
What methods, models and factors impact sport marketing-ES performance?
What are the pillars of success in sport marketing-ES performance?
Influences
The component on influences within ES initiatives indicated that organizations do not exist in isolation from other groups/bodies/organizations. Porter (1980) introduced the multiple forces that an organization interacts with on an on-going basis; here, organizations may, in the course of operations, act and interact with influential bodies (i.e. government), organizations (i.e. suppliers), stakeholders (i.e. word-of-mouth), constituent groups (i.e. governing association), analysts (i.e. finance professionals) and many more. As such, Iyer (1999) noted that ES "solutions are decidedly political and rooted in a different model of the consumer as contrasted to the prevalent rational economic model of the consumer" (p. 285); here, "the vision is available, the means are present, but the will to change is also a necessary pre-requisite" (p. 286).
An understanding of the influences on sport marketing-ES generated guiding research questions that can be applied to the multiple stakeholders in sport for a sport marketing-ES research agenda including:
What/who are the biggest potential influencers on the sport marketing-ES agenda?
How might this influencers act to affect the future of sport marketing-ES?
Conclusions
This content analysis study utilized steps by Krippendorff (1980 ), Weber (1985 and Wolfe et al. (2002) to examine the mainstream management journals in organization and natural environment and the marketing journals rated as likely to publish environmental manuscripts to reveal marketing-ES manuscripts. The study of 49 journals, included over 13,700 manuscripts, and revealed 63 marketing-ES manuscripts. Their subsequent topic, theory, constructs, methods, setting, rationale and generalized statements were derived and found to be applicable to underscore a sport marketing-ES research agenda. This paper contributed a conceptual framework generated with the use of key marketing concepts: the consumer perspective (Aaker, 1996) and the corporate perspective (Knapp, 2000) , along with the concept of influencers (Davis & Dunn, 2002) ; the multiple constituent themes and sub-themes in the marketing-ES manuscripts to construct 30 questions for a sport marketing-ES research agenda.
It is evident that a focus on the environment is an important agenda item for business managers to consider as the growth in corporate commitment to ES practices continues (Kilbourne & Carlson, 2008; Myers, 2010) . Incorporating environmental factors into firms' commercial decisions is likely to be a key part of business plans in the future. Indeed, Ginsberg and Bloom (2004) noted that, "consumers, shareholders and society at large all stand to benefit when a company integrates environmental friendliness into its marketing strategy" (p. 84). It is time for sport researchers to be part of this capacity and to generate a robust research response to the marketing-ES questions. 
